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To Swap Horses 


in the middle of the stream is not considered good 
judgment. Neither is it good for an advertiser to change his 
mediums in the midst of his advertising. Yet, it is better to 
change than to drown. 

Right here is where good advertising waits on good judg- 
ment; for to choose a poor newspaper is poor judgment and 
poorer advertising. Like a bad account, the quicker it is closed 
the less the loss. He that learns without such costly mistakes 
and strikes the best newspapers first, avoids the change that 
kills, and scores the quickest and greatest success. 


The San Francisco Examiner 


is not the original and only best, but it is the best 
in California, the best and the greatest in all that 
great section of our country west of Chicago. 


64,712 i 73,020 i 18,925 


DAILY. SUNDAY. WEEKLY. 


is the exact average circulation of Zhe Examiner for October, 
and it is fully equal to the combined circulation of both the 
other two San Francisco morning journals. 

There’s luck in advertising if you strike the right newspaper. 
Isn’t it better to start right—to start in with ¢he dest first ? 


W. R. HEARST, Proprietor, 



















W. J. RITCHIE, Eastern Agent, 186 World Building, New York. 
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Inertia of 
Continuity. 


Advertising in the ATLANTIC 
COAST LISTS is like casting 


bread upon the business waters 
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—to come back in a few days ; 
and many days—to keep coming 
back forever, if you keep ever- 


lastingly at it. 
* 


There are 1400 Local Papers. 60 
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+ percent. of them are the only papers 


in their towns. 








. 
One order, one electrotype does 


the business. 








134 LEONARD STREET, NEW YORK CITY. 
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ADVERTISING FOR WOMEN. 


FIFTH PAPER—TO BE ORIGINAL, 
By Virginia Frazee. 

‘* Aye, there’s the rub,” to say the 
same thing that everybody else is say- 
ing, yet to make it sound different. 

‘The average man who starts out to 
write an advertisement, not, of course, 
taking the professional writer into con- 
sideration, usually overdoes it when he 
tries to be original, by making an at- 
tempt at funniness or oddity, when he 
possesses not a grain of either quality, 
but is just a hum-drum, every-day sort 
of individual. But no matter how 
‘*hum-drum” he may be, he certainly 
has some characteristics upon which he 
may draw for an individuality which is 
akin to originality, if only he would go 
about it his own way—as he does other 
things—instead of trying to imitate and 
improve upon somebody else’s method. 

‘There’s a man named Thompson, 
who keeps a little paint shop in the 
suburbs of Philadelphia, who could 
give the average advertiser many 
‘** points” in originality. Just now 
he is sending broadcast over the neigh- 
borhood a circular, across the top of 
which is printed in big, black type, 
‘* Who is Thompson?” Then, below, 
with at least half an inch white inter- 
vening, is a line in much smaller type, 
exclaiming, ‘‘ Why, don’t you know 
him?” followed by the verses ; 

His store stands well and hinders none, 

Just try his paint and travel on, 

Then comes a short price list of 
paints. It is an ugly piece of work 
typographically considered, but is de- 
cidedly original. 

The store is a little, old wooden 
shop on the corner, painted in all 
colors of the rainbow, with a gaily 
striped tower of barrels perched right 
at the corner on top of the roof, and to 
be seen a dozen blocks or more in 
either direction. The man himself is 
as gaily colored as his establishment. 


Nature began it by giving him a head 
of bright red hair, with eyebrows to 
match. He wears a cap which has 
evidently sampled the colors of every 
paint can on his shelves, and a big 
apron, reaching from his neck to his 
heels, is one conglomeration of paint. 
He has several assistants, but himself 
works harder than all the rest put to- 
gether, and on the several occasions 
when I have gone to the shop have I 
had to wait my turn, there being four 
or five before me, mostly women. He 
has added a line of artists’ materials, 
and, I shrewdly suspect, is on the road 
to wealth. 

To think of paints after having seen 
this individual is to think of ‘Thomp- 
son and his shop. He is constantly 
sending out circulars—cheap, but odd. 
He will not let himself be forgotten. 

That man is original ; he does things 
his own way, respects his own opin- 
ions, and people take him at his own 
valuation and buy his paints. 

Apropos of the claim that a man 
must ‘‘ write himself” to be original, 1 
know a little true story that comes 
right in here. A certain prominent 
firm, seeking the services of a writer, 
after carefully considering the work 
done by those who have attained more 
or less reputation in this line, have de- 
cided upon that which suits them best, 
as being most original, and tendered a 
good position to the person whose as- 
sistance they require, stipulating the 
‘* style” and methods to be employed 
in getting up the advertisements, so 
hampering the writer with their own 
ideas that there would be little or no 
chance for individuality or originality 
in the work. The members of the 
firm (who have been quarreling over 
the advertising for some thirty odd 
years, I am told) acknowledge that they 
do not know how to do the work 
which they want done, that the par- 
ticular writer in question does, yet 
they want it done in their own way. 
They cannot be made to see that the 
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minute the writer tries to work some 
other way than his own his work loses 
its chief merit, and that it might result 
in utter failure. 

But some people don’t know what 
originality is. A man claiming to be 
a writer of advertisements—or ‘* pro- 
fessor” I believe he calls it—once 
started an article on corsets, with a 
line about French poodles. That may 
have been originality of a sort, but it 
was not the sort that the corset people 
wanted. 

Why don’t you talk in print, Mr. 
Merchant, as you do over the counter ? 
You don’t teil a woman that ‘‘ this silk 
is an exceptional value,” but that ‘* it 
will never break,” crush it up in a 
wad in your hand, let go—it is as 
smooth as ever—that’s because it is the 
non-wrinkable silk. 

Many advertisers have somehow got 
hold of an idea that the more high- 
sounding words they can crowd into 
an advertisement the better. The pro- 
prietor of a small house once sent for 
me and said: ‘*My ads don’t pay 
somehow. I think I'll strike out in 
something original, a little of the 
‘highfalutin’ style, the way that you 
writers fix it up, you know—I wish 
you'd come in here for a few minutes 
(the emphasis is my own) every day 
and write my ad for the next morning, 
will you? I'd like to try it for a few 
weeks to see how it works.” 

My one question was: ‘‘Do you 
want to sell a certain line of goods, or 
to begin by bringing people to the 
store?” And the latter being his ob- 
ject, I handed him late that afternoon 
a simple announcement of the fact that 
Cheap & Co, would sell five thousand 
yards of gloss toweling at four cents a 
yard the next day. That was all. My 
space was three inches double column. 
It was arranged with blank space all 
around, and a border to separate it 
from the rest of the ads, among which 
it was likely to be set, as this house 
had no specified position. 

My client looked at it in evident dis- 
may. ‘* Why, I could have done that 
myself,” said he. ‘I thought you’d 
put in some French names, and—and— 
all that.” ‘* But,” said I, ‘‘ you don’t 
speak French, your patrons don’t know 
French, and if I can succeed in writ- 
ing good English it is all that I ask.” 

“Ves, I know, but who would ever 
suppose that I paid a writer to do that ? 
why, anybody could do it,” persisted he 
in a tone of disgust, and I need not add 
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that he found somebody else to put some 
style into his advertisements, which 
were read by the ‘market basket 
trade,” that is, by women who carry 
their potatoes and calico home together, 
women who don’t know French from 
Hindoo, and who would no more un- 
derstand the intricacies of an ‘* expert's” 
composition than could they appreciate 
a Beethoven sonata. 

That establishment is still in exist- 
ence, and that is about all, but the 
proprietor soon gave up his attempt at 
** style.” 

A huckster woman in the market gave 
me a lesson in originality the other 
morning, and sold me some grapes 
which I had no idea of buying. As 
I was passing by she leaned towards 
me, and pointing to a basket of grapes 
said in a confidential and most con- 
vincing sort of way: ‘‘ There’s no 
better grapes than them in the mar- 
ket, and they are that good all the 
way through.” She was perfectly 
natural, yet decidedly original. The 
grapes were as good as she said, and I 
will look out for that woman “‘ next 
time.” 

To sum up: To be original, be your- 
self, and if that doesn’t suit you, pay 
somebody else who knows how to do it 
for you. 


a 
ON TRACING RESULTS. 
By Miller Purvis, 


The advertiser who does not follow 
some plan whereby he can trace re- 
sults is working in the dark. 

In advertising incubators and brood- 
ers we began by using the farm and 
poultry papers, and as our business in- 
creased we extended our line until we 
covered all the country east of the 
Rocky Mountains. While the aggre- 
gate of our sales was very large and 
entirely satisfactory, we had no means 
of knowing what papers were paying 
us best. At the time of making our 
last contracts we adopted the plan of 
giving a different box number to each 
paper, and the result has been some- 
what astonishing. Only about 50 per 
cent. of our correspondents give the 
box number of the ad they read, but 
this in no way effects the comparison, 
as the chances are that about an equal 
proportion of the readers of all the 
papers take the pains to put the box 
number on their envelopes. 

We have found that circulation is not 
always a good criterion by which to 























judge of the value of a paper as an ad- 
vertising medium, for a large number 
of papers that we would have placed in 
the third or fourth class, judging by 
circulation, give us very satisfactory 
returns. One of the Chicago farm 
papers, that is generaily credited with 
the smaliest circulation of any in that 
city, has given us three times as many 
replies as the one that is acknowledged 
to have the largest circuiation of any 
farm paper there. 

A friend, who follows a similar plan 
of checking to ours, divides the territory 
and credits all those that cannot be 
identified to the papers in that territory, 
but an analysis of our mail made at 
different times shows that this is not a 
good plan for getting at the facts. 
Recently we found in our mail three 
letters from the Farmer's Voice, Chi- 
cago, that came from New York, Vir- 
ginia, and Florida, while in the same 
mail were two from the Rural New 
Yorker, both of which came from the 
extreme Western States. It is notice- 
able that many letters come from places 
where we would not think of the papers 
whose check number they bear being 
taken. Baraku, West Africa, sends us 
one from the //ousekeeper, of Minne- 
apolis, and two from New South Wales 
and New Zealand are credited toa New 
York paper. 

The result of keying our ads and 
checking returns will be an entire over- 
hauling of our list, and the dropping 
off of those which do not pay us, and 
taking additional space in those that do, 

Asa “flyer” we put a three-line ad 
in a well-known medium of enormous 
circulation, proposing to send free full 
instructions how to make money with 
chickens, turkeys and ducks. This 
was one time in September, and the 
returns are still coming in. ‘The ad 
cost us fifteen dollars, if I do not for- 
get, and so far we have had more than 
three hundred replies, but have not 
made a single sale. This confirms us 
in the opinion that we had before, that 
the ‘‘ fake” papers are not payers for 
the advertiser who must have from five 
to twenty dollarsto make a sale. I have 
no doubt that a novelty that sells for a 
low price could be advertised profitably 
in all the papers that make a practice 
of giving something of great apparent 
value with the paper, at one price. The 
replies from such mediums cost less 
than in journals of higher rank, but 
the people who subscribe for these 
papers are not the ones we are after. 
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WITH ENGLISH ADVERTISERS. 
‘By T. B. ‘Russell. 
Lonvon, October 25, 1893. 

There is but one feature of adver- 
tising news this week. It leaves no 
room for any others, Nothing is being 
talked of in the advertising world but 
the deadly attack made by the Pa// 
Mall Gazette on the Medical Battery 
Company and its president, Mr. C. B. 
Harness. What the ultimate effect 
will be on the company I cannot say, 
though, as I propose to show, it de- 
pends, to a great extent, upon Harness 
himself. But the assault itself is a 
thing probably unique in the history of 
advertising and of journalism, It is 
the most violent attack ever made from 
a respectable quarter on a prominent 
advertiser. It has public opinion be- 
hind it, and is universally recognized 
as not only a smart piece of journalism 
but an honestly public-spirited action 
on the part of Mr. Astor's editor and 
staff. Nothing so bold, seeing what 
the law of libel is in this country, has 
ever been done before. 

* % * * * 

Some time ago Mr. Harness was so ill 
advised as to get himself involved in 
legal proceedings with a technical jour- 
nal, the £lectrical Review, with conse- 
quences disastrous both to his business 
and pocket. The proceedings were re- 
marked upon here at the time, and the 
great reluctance of Harness to have 
the scientific question of the value of 
his Electropathic Belts fougiit out in 
court was noted as significant. The 
Pall Mall Gazette repeats the evidence 
which experts gave in court, and other 
experts were ready to give, claiming 
that no good can be possibly done by 
the belt as worn. It opens the ball 
with an article headed, ‘* A Free Edi- 
torial,” based ona circular issued by 
the Medical Battery Company, from 
which the following is an extract. It 
is addressed to newspaper editors : 

Dear Sir—Advertising as we do in your 
valuable and esteemed medium, and being 
likely tocontinue the same in the future onan 
extensive and liberal scale, we shall esteem 
it a favor if you would (s/c) give us, at an 
early date, the superadded benefit of a free 
editorial, the substance of which we heg avery 
respectfully to submit herewith, * 

The substance” so respectfully 
submitted invites the editors to refer 
to Mr. C. B. Harness as “‘ the inex- 
haustible inventor and electrician ” and 
** one of the most prominent benefac- 
tors of his time,” as well as to the 
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‘*sympathetic kindness and gentle- 
manly courtesy (is there a courtesy 
which is ungentlemanly ?) of Mr. Har- 
ness and his eminent staff of physi- 
cians and surgeons.” 
* * * * ” 

The Pall Mall Gazette had no diffi- 
culty in complying with the request 
and giving not one, but half a dozen 
free editorials. it characterizes Har- 
ness himself as ‘‘a man of no preten- 
sions whatever to scientific or medical 
knowledge, but a common, illiterate 
and unscrupulous charlatan,” and the 
“* so-called electropathic belt” as ‘‘a 
swindling appliance, without any elec- 
trical virtue whatever, sold for more 
guineas than it is worth shillings;” and 
it states that at the Medical Battery 
Company’s place ‘‘ patients are hoaxed 
by bogus experiments and fraudulent 
representations;” that Harness ‘* preys 
on the ignorant poor whom any other 
rogue would scorn to rob, and resorts 
to trickery of the meanest and basest 
sort to make them pay.” ‘There is a 
specific charge against Harness of hav- 
ing cashed the check of an unwilling 
customer, after professing to have torn 
up that check before the customer’s 
eyes, and, in another case, of screwing 
five pounds out of a feeble patient 
under circumstances which (according 
to allegation) almost amounted to vio- 
lent detention. 

a * * * 

The plain object of the Gazette is 
evidently to put on record such a state- 
ment with regard to the Medicai 
tery Company that the latter, if it 
could disprove any material part of the 
allegations, could not only obtain heavy 
damages for libel, but also criminally 
prosecute the writer, and get him im- 
prisoned. If no action is brought, the 
Gazette will say that Harness and his 
company are afraid to face the music, 
and though, in some instances, this 
would not be fair, in the present case 
the libel is so great that I do not see 


Dadi 
daL- 


how any other inference could be 
drawn. 
x * * * ¥ 


The Medical Battery Company is an 
extensive advertiser. It occupies pages 
and half pages (usually the latter) in a 
large number of expensive media, 
though some (of which the 7%mes is 
one) have refused its announcements 
for a long time. Insets, printed in 


one or two colors, are used in some of 
the magazines, and there is an exten- 
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sive system of literature for sending by 
post to inquirers. Altogether, there- 
fore, the company is a very large ad- 
vertiser indeed, and, though always 
looked at askance by some of us, it 
has, so far as its advertising is con- 
cerned, done its work with a free hand. 
What, then, will be the effect of this 
attack ? is the question in all mouths, 
The Pall Mall Gazette calls upon the 
public prosecutor to indict Harness 
and his ‘‘ eminent staff’ for fraud, and 
urges past customers to move for a re- 
turn of the money spent. ‘The latter 
may unite to do something, but I 
doubt if the government will move in 
any way. Now, what is going to hap- 
pen? I write under a disadvantage in 
attempting to predict, because what- 
ever is going to happen will have hap- 
pened by the time these lines are pub- 
lished ; but I believe Harness will 
bring no action for libel. If he is 
wise he will see very well that the effect 
of the Pall Mall Gazette attack goes 
no further than the Gazette's circula- 
tion. ‘The country press is leaving the 
matter severely alone; it has its adver- 
tising bills to collect, and will, there- 
fore, not do anything to help ruin the 
company. ‘This is venal of the coun- 
try press, but it is not unnatural. The 
London papers are silent for the same 
reason, to which is added, in their 
cases, the motive of journalistic rivalry 
—they will not magnify the boom ina 
contemporary. Consequently, a large 
section of the population won’t hear 
anything of it. Therefore, Mr. Har- 
ness’ best course is to sit tight and say 
nothing, and when any one writes and 
wants the money back make the best 
bargain he can, and pay up like aman. 
This may be expensive, but the com- 
pany must have made plenty of money, 
It will not make so much for a time, 
but if the advertisements are contin- 
ued in the country papers (withdraw- 
ing from those circulating chiefly in 
the metropolis and neighborhood), the 
exposure will in time be lived down. 
This is the best policy, and the one 
which, as I imagine, the concern will 
adopt. I lay it down, cynically, as the 
best policy. With the business itself 
and with Harness I have no sympathy 
whatever, as I showed plainly enough 
at the time of the previous trial, and 
before that. Just now, however, I will 
leave it to other people to ‘‘ kick at a 
man when he’s down.” The whole 
affair is a monumental example of 
journalistic enterprise. ‘he most re- 




















grettable feature of the thing is that 
advertisements of this kind discredit 
advertising in general, with a certain 
class of readers. I wish Harness and 
his company had never existed ; but 
existing, it is a pity they were not 
shown up before. The trouble is that, 
as the great Lord Chesterfield said 
when some one wondered why nobody 
had cowhided Alexander Pope (the 
poet) for his general abusiveness, 
‘* What’s everybody’s business is no- 
body’s business.” I do not think 
the company need fear that the coun- 
try papers will ever refuse their ads. 
* * * x * 

The year’s report of A. & F. 
Pears, Limited (Pears’ Soap), is just 
out. The net profit for the year, after 
carrying £3,633 to the depreciation 
fund, was £70,955. The preference 
shares got their six per cent.; the or- 
dinary shares got ten per cent. for the 
year ; the deferred shares ten per cent., 
and there was £4,335 to carry for- 
ward, after paying all these things and 
the debenture interest. The reserve 
fund is only £5,700. The effect of 
the report on the share market on the 
day of its publication was that the or- 
dinary shares fell ten shillings and the 
preferred shares five shillings, deben- 
tures rising £1. The advertising ac- 
count exceeded expectation, and part 
of it was borne by the vendors 
(namely, the old proprietors of the 
business). A London financial daily, 
the Financial Times, criticised the 
report as follows. I confess my 
inacquaintance with these matters, and 
only quote the criticism for what it 
may be worth, premising that I should 
always regard with caution an opinion 
that I read in any stock exchange 
paper. 

All the good effect produced in Pears’ Soap 
issues by the dividend has been undone by 
the publication of the report, The wonder is 
that the fall yesterday was not greater, for 
the report could hardly have afforded less 
justification than it does for the dividend for 
the year of ten percent, on the ordinary and 
the deferred shares, As a matter of fact, 
these dividends have not been fully earned, 
for it is stated that the expenditure on adver- 
tising has been more than had been bargained 
for, and that the vendors have therefore paid 
part of itin order to justify their own esti- 
mate. It is easy to declare dividends if some- 
body else pays part of the expenses ; and, as 
the vendors hold all the deferred ordina 
shares, they do not deserve so much credit 
for their self-denial as would appear, for they 
have simply transferred money from one 
pocket to the other. If the dividend declara- 
tion has artificialiy sustained the market in 
descriptions other than the deferred, of 














































PRINTERS’ INK. 519 


course they had no eye to that. Another 
most damaging point in the report is the fact 
that not a penny has been carried to reserve, 
which remains at the beggarly figure of 
45,700. Surely, in a business like that of A. 
& F, Pears, a strong reserve fund is a prime 
necessity, but the directors seem to prefer an 
appearance of immediate geooeche to pro- 
vision for the future. ‘he vendors are 
pledged to remain at the helm for only five 
years. Yet a further matter for note is that 
only £3,633 has been carried to deprec:ation 
fund, although good-will, premises and plant 
are entered in the balance sheet at the sub- 
stantial figure of £560,000. 
annals 
A DEADLY DOSE, 
The pains died of a dose of ink 
On a day that was muggy and warm ; 
The tragedy’s plain when one pauses to think 
That he took it in manuscript form. 
—Chicago Record, 
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Classified Advertisements. 


Advertisements under this head. two lines_or 
more, without display, 25 cents a line. Must 
be handed in one week in advance. 





WANTS. 
W E want you to see heading “ TRADE 
CATALOGUES.” 


at stage | stamps are bought 
L i. T. PARKER, Bethlehem, Pa. - 


“peer ” pat acct. file for business men. Want 
. H. SWANK MFG. CO, Fremont, O. 


N AKE $100 with holiday souvenir, only $4 per 
M. Sample free. VIM PAPER CO.,Peoria, Il. 


RINTERS’ INK, “special « edition, Nov. 29th. 
Send in advertisements on or before Nov. 22d. 


a9 HYPNOTISM books in exchange for ady 
> 4 space or letters. PROF. ANDERSON, P. 
I. Q., 182 State St., Chicago. 


WANTED D—Orders, at 10 cents a line, for a 
weekly family porse od cire. proved 
O. L. MOSES, 132 Nassau St., N. Y. 


AN editor and ae manager will buy 
whole or part ne in first-class daily or 
weekly. “ R.,” Box 3212, New York. 


66 G MALL TALK Tan BUSINESS.” By mail. 
Pay 40 cents; cloth, 75 cents. FRE- 
MONT PUBLISHING CO., Fremont, Ohio. 


66 GMALL TALK ABOUT BUSINESS. ” A 
booklet tells about it— yes. 
FREMONT. P JBLISHING CO., Fremont, 0 onk 


E XPERI*NCED solicitor for newspaper mn 
4 vertising. One eounaiates with Kastern 
trade preferred. Addre B.,” Printers’ Ink. 


j J ANTED Competent asadv. manager 
of a higher -grade pub lication for the East- 
ern States. A PROGRESSIVE,” Printers Ink. 


DVERTISING space in every paper and pub- 
£ lication in_the Send samples and 
lowest rates to CRIBBS MFG. MFG. CO., Pittsburgh,Pa. 


lags ADVERTISERS—Give, us a share of your 
business. LEE COUNTY ENTERPRISE, 
Smithville,Ga. 8.R einten, attebandl prop’r. 


LLUSTRATED features 1 for newspapers. Ar- 
tistic, attractive, chea aan for proofs and 
Particulars. Address W. HARPER, 
‘olumbus, Ohio. 
DVERTISING AGENT, whe bebaer se ~~ is not fully 
occupied, to ac’ IE gee ent for 
monthl per Grith 100, ire +A IMELY 
TOPICS, Boston, Mass 
WV sga-ooe bids on list of 46,000 addresses 
of persons sending us money by mail —_ 
ing last year Highest bidder gets them. W. 
H. TRASTER, Elwood, Ind 
€ CASH order names; all copied 
20), 000 from letters received by us since 
Ju Price, 0c. per 1,000, or lot for $8,090, 
WORLD | PUB, CO., Passumpsic, Vf. 
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Crs for advertisers. Bright, attractive, 
J ag Absolute satisfaction guaranteed 
Send for late proofs and particulars. Address 
CHAS. W. HARPER, Columbus, Ohio. 


YARTOONIST and writer wishes newspaper sit- 

/ uation. Has edited and illustrated a paper in 
Eastern town. Samples of work on = =; ation. 
W. E. CLARK, 16 Beech St., Springfield 


W E will pay highest prices for ns Colum- 
bian stamps (above 2c. value), also for any 
old U. S. stamps. Send list of what you have. 
TTENDEN & BORGMAN CO., Detroit, Mich. 


COMMERCIAL traveler who can sell goods 

is open to engage with a first-class firm upon 
commission basis. Particularly oT is sell- 
ing proprietary medicines, “A. O ” 168 Clin- 
ton Ave., Brooklyn 


| ae ISSING attracts trade. Ideas on every 

one of the 160 pages (9x12) of “‘A MINT OF 
Hints” that are worth cost of entire book, $2.00. 
post-paid. Send for sample page. GRIFFITH 
AXTELL & CADY CO.. Embossers, Holyoke,Mass. 


6 iy PUBLISHERS— Use our music plates. The 

best means to push circulation and get the 
attention of advertisers. We publish pieces of 
vocal as well as instrumental music. Ad. ° 
MUSICAL ECHO CoO., B’way Theater Bldg., N. Y 


Te ADVERTISERS—An experienced, success- 

ful advertising man can make himself valu- 
able to concerns contemplating general adver- 
tising. Systematic,intelligent, le; -~gitimate work in 
preparing and placing advertisements. If good 
opportunity offered would invest. Address *‘C.,” 
care Printers’ Ink 


WATE D—A good canvasser for subscribers 
for an established daily, selling at 10c. per 
week, ina city of 30,000 in habitants. A steady 
thing for the right man. Must be sober and of 
good appearance. Commission allowed, 30 cents 
on each subscriber. Address A. D aimee 
Main St. near Beacon, Poughkeepsie, N. 


} ELP WANTED--Advertisement move capa- 
ble of writing adve rtise ments in the Pow- 
ers-Wanamaker style, may secure permanent po- 
sition (requiring all his time) with dept. dry 
goods house. Address, stating qualifications, 
age, salary wanted, and ine losing specimens of 
work, MALLEY, NEELY & CO., New Haven, Ct. 


\ ’ ANTED—Bright young newspaper man with 

$1,500 ; good security given, with interest 
at 6 per cent., payable semi-annually ; com 
tent to take position as managing or city editor 
or foreman of a daily and weekly pay ber in east- 
ern Ohio that is making money. No partner 
wanted. For accra, address “K. CO., 
care Printers’ Ink 


QITUATION WANTED — By an _ experienced 
' newspaper man, editorial and local writer, 
all-arounc practical! printer, capable of taking 
complete charge of an office in all departments, 
Married man ; prefer to go West. Position must 
be permanent and pay good wages. Will lease 

or buy an office on right terms. Address Box 
202, Milledgeville, Ill. 


W#: AT can we do for you in Washington? 

Commissions for publishers, advertisers 
and others executed at moderate prices. Inter- 
views secured, literary and news articles pre- 
pared, and business transacted with the Depart- 
ments. Save yourself a trip to the Capital by 
writing to THE ASSOCIATED INDUSTRIAL 
PRESS, 918, F St., N. W. a D 











~~ 
ADVERTISING NOVELTIES. 


\ AZZAROTH—Beautiful calendar in colors. 
4 Send stamp. BIGGS, Box 645, Louisville, Ky. 


RINTERS’ INK, spec ial edition, Nov. 29th. 

Send in advertisements on or before Nov. 22d 

T EADY-MADE catalogues and premium lists 

are useful reas See heading “ TRADE 
CATALOGUES. 


PUBLISHERS only. Elm Mouse Bank. Just 
out. Sample, 15 cts. ELM NOVELTY CO., 

New Haven, Conn. 

QE 2WING machines will boom your circulation 
\) Write for partic ulars and prices. FAVORITE 
MFG. CO., 342 Wabash Ave., C 
GQ OUVENTRS, show-c: cards and leaflets designed, 
& printed and illustrated from nature, in life 
colors. LANDON PTG. CO., Columbus, O, 








hicago, Ill. 





I ARGE advertising house desires a novelty for 
4 adve rtising gift. Would use large xg 
ties. Send catalogues. Address “‘ BLANKETS,” 
P. O. Box 1342, Philadelphia. 


‘ ‘LOCKS for advertising pt purposes, by the hun- 

dred or thousand ; paper-weight clocks with 
advertisement on dial’ Address SETH THOMAS 
CLOCK CoO., 49 Maiden Lane, New York. 


k a the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 

reader as well as advertiser, 4 lines, 25 words or 
less, will be inserted under this head once for 
one dollar. 


\ ’ OMANKIND, edited by women for women, 
and going to women exclusively to the ex- 
tent of a guaranteed circulation of 50,000, is an 
excelient advertising medium. G. 8 BEC K, 
World Bidg., N. Y. City, Eastern Manager. 


ETAIL MERCHANTS — Prblish your own 
paper ; not a circular, but an eight-page il- 
lustrated bee Booed Only one in a town can 
have it ; cost slight ; two full double columns for 
your own announcements ; will cause more talk 
and adve tage? gon better than anything you have 

ever tried permanent value, too, as eve 

issue contains a choice piece of music Over & 
rocers, shoe dealers, clothiers, dry goods and 
urniture coer i using it. Be sure and send 
your business or particulars. TIMELY 

TOPICS PUB. co. "2065 W ashington St., Boston. 

eo. - 
THEATER PROGRAMMES. 


O° R programme for profits will interest you. 

See heading “ TRADE CATALOGUES.” 
RINTERS’ INK, special edition, Nov. 29th 
Send in advertisements on or before Nov. 22d 


DVERTUSING in N if theate r programmes, 
93-°9 For rates, etc., address 
ADOLPH } STEI N, 113 E. 14th St., N 
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ADDRESSES AND ADDRESSING. 


RINTERS* INK, special edition, Nov. 29th. 
Send in advertisements on or before Nov. 2d. 


que CESSFUL and legitimate schemes for in- 
‘ creasing profits are few. Find one under 
heading “ TR t CATALOGUES.” 


DDRESSES, 300,000 “ health, beauty, develop- 
ys ment,” all women ; 60,000 1893. Never du- 
plicated. 1893, $10 per r M.; othe $5. Address 
160 Crocker Building, San Francisco 


Nw ready, the Columbian Gummed Directory 
No 10, Contains 500 live agent ’ and canvass- 
ers’ addresses. No duplicates; every State and 
Territory represented. Price, 50c., postpaid. 
CHAS. A. GRABOW, Peru, Ill. 


JERSONS who have facilities for bringing ad- 
vertisers and consumers into contact through 
lists of names and addresses may announce them 
in 4 lines, 25 words or less, under this head once 
for one dollar. Cash with order. 
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SUPPLIES. 

T. EVEY’S INKS are the best. New York. 
7 AN BIBBER’S 


Printers’ Rollers. 
ig ERYTHING—See heading “ TRADE CATA- 
4 LOGUES.” 


"FINC for — 
4 Water St., New Yo 
66 P= SERLESS” CARBON BLACK. 
For fine Inks—unequaled—Pittsburg 
DRINTERS’ INK, special edition. Nov. 29th 
Send in advertisements on or before Nov. 22d. 
Te TYPE from BRUCE’S NEW YORK TYPE 


FOUNDRY, 1% Chambers St., New York 
Get their prices before 


“BRUCE & COOK, 19 


Best and cheapest. 
purchasing. 
Ts PAPER is printed with ink manufact 
ured by the W. D. WILSON PRINTING INK 
CO., L’t’d, 10 Spruce St., New York. Special prices 
to cash buye rs. 
JAPER a ERS— M. Plummer & Co., 45 
Beekman St, N Y., oad every kind of paper 
used by printe: “- ‘and publishers at lowest prices, 
Full line quality of Printers’ Ink 
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FOR SALE. 


33 5) BUYS 1 INC oo. 50,000 copies Proven. 
bs} JV “WOMAN'S WORK, Athens, Ga. 


G AZETTE ADVERT RECORD— For pa eee zl 
1 Testimonials. GAZETTE, Bedford, 


IBERTY press, 10x15 ; used a little. Good bar- 
gain. HEBER W EL LS, 8 Spruce St., N. Y. 


A™ one-half ~*~ 2e, pe new Babcock Dis- 
patch No.7. THEI » New London, Conn 


I ANDSOME ILLU: te for papers Cat 
alogue. 25c. AM. ILLUS. CO., Newark, N. J. 


RINTERS’ INK, special edition, Nov 
Send in advertisements on or before Nov. 2 


Ts GEM ESTIMATOR, for printers. Saves 
its cost every day. Unequaled. Simple. 25 
cents. JOURNAL, Rockville, Conn. 


f°°k, SALE—Leading job and book printing 
office and only book bindery in city of 
30,000. Address J. B. JEWEL! AL, Springfield, Mo. 


\ EDICAL journal = ‘sale. Paying business 
4 for active man__ Established 6 years. Good 
clientage. Ad.“ MEDICUS,” care Printers’ Ink. 


B= line of goods for mail order or premium 
business, and we furnish catalogue or a 
mium list complete. See heading “TRADE 
CATALOGUES.” 

QEV ERAL lots of desirable nervous debility let 
t ters, subscription letters and er e plane _ 

etters for sale, or rent for c opy Wr us 

i EFFINGWELL & CO., Boyee e Bdg., Chie ago, iit, 


os SALE—A complete te and well-appointed 
at ture ~ mt for making half-tone cuts. ] 
wget and best — es; practicaliy new. 

















the 
Is now “ rst-class cuts a day. Ad 
dren rR. ROB is ¢ 69 So. Water St., Chicago, Il. 
G UGGESTION — $10,000 will buy a prosperous 
‘ daily newspaper, established ten years, in a 
thriving locality of 20,000 population. Owner has 
other business demanding his attention ; other- 
wise would not sell for twice the sum named. 
Address * I.,” care of Printers’ Ink 


2 ARGAINS IN SECOND-HAND PRESSES -To 

>» reduce our present large stock of rebuilt 
presses, we will, for the next 60 days, make a 
large discount from our adve — d price oy 
one iaborented pease oe pond for price list and s 
cial discount sheet BABCOC K PRINT} 
PRESS MFG. CO., ie ieee Building, ice 
York City, and New London, Conn 














MISCELLANEOUS. 
I EVEY’S INKS are the best. New York. 
4 


vas BIBBER'S 
Printers’ Rollers 
R=, ANS TABULES cure indigestion. One 
gives relief. 


DRINTERS’ INK, special edition, Nov. 29th. 
Send in advertisements on or before Nov. 22d. 


NY line of mail order business can use our 
catalogues profitably. See heading “ TRADE 
CATALOGU . 


‘ig Bp lett 

ars’ expe 

VIS, 180 High St., Bre 

YAPER DEALERS M. Plummer & Co., 45 

Beekman St ,N. Y., sell every kind of pape Tr 

used by printers and publishers at lowest prices. 
Full line quality of Printers’ Ink. 


Tt new “HANDY BINDER” for PRINTERS’ 
INK is an admirable ea e re an sreserva- 
tion of your copies of PRI and is 
very neat and serviceable. m e a if se) end it, “ st 
paid, on receipt of 60c., the cost of the ‘ . er. 
Address PRINTERS’ INK. 10 Spruce S8t., N. Y. 








n Lae trade paners 
MUEL STOCK- 







TO “LET. 


AY ORE business for you. See heading “TRADE 
4 CATALOGUES 
DRINTERS’ INK, special | edition, Nov. 29th 
Send in advertisements on or before Nov 22d 
"Pe LET—Front office in building No. 10 Spruce 
Street. Large and well lighted ; steam heat 
electric light For further particulars address 
GEO. P. ROWELL & CO. 











PRINTERS’ INK. 52r 


ADVERTISEMENT CONSTRUCTORS. 
W*’ LL help you to more business. See head- 
ing “ TRADE CATALOGUES.” 


CARES AU STIN BATES, 620 Vanderbilt 
Bldg., N.Y. “ Ads that sell goods 


| i bet ad E ads written. Ask for “Conver- 
4 sion Card.” JED SCARBORO, StationW,Bkin. 


RINTERS’ INK, special edition, Nov. 29th. 
Send in advertisements on or before Nov. 22d. 


I": your goods and prices are right, I can make 

efficient ads for them. Send or proof D.B 

BRUMMITT, Baldwin, Kan. 

iTVE, catchy and convincing ads, $5. If they 
don’t suit I'll make them good or refund 

3D SCARBORO, Station W, 











your money. 
Brooklyn, N: Y. 


DLANS of advert x eg Ads written 
singly or in series. rimers and jingle s for 

any business. Terms moderate. JOHN 8. GREY, 
care Printers’ Ink. 

) USINESS-BRINGERS. I am writing them 

» every day fora large dry goods concern. 
Do you want me! Best references. Address 
“'T.,” care Printers’ Ink. 


A® DS of all kinds, prime rs, 3, pamphlets and cata- 

loguesprepared in original, effective forms. 
fllustrations made and entire charge of mechan- 
ical work assumed ifdesired Adcress JOHN Z. 
ROGERS, 769 Monroe St . Brooklyn 


66 DS THAT SELL GOODS ’” 4 don’t try to 

4 be funny. | am nota ae. maker, nor 
a word-monger. I simply drive plain English 
straight to the point. My idea is to make my 
words crisp and clear and ‘con ‘ing. Not a 
great trick, you say. Still there are few who do 
it. I know that some of my ads have sold goods. 
I have been told that a great many have. Natu 
rally I have confidence in my wor I believe I 
can help to sell any good thing. Ads, circulars, 
booklets nd catalogues are what I write. Ads 
for any retail business, 3 for $2; 10 for $5; cash 
with ord All other work at is pecese. 
Correspondence invited CHARLES AUST 
BATES, 620 Vanderbilt Bldg., New York 

-o 


ADVERTISING AGENCIES. 



























‘= is profitable “adve See heading 


“TRADE CATALOG 

(1 EO. W. et ACE-NEWSPAPER ADVERTIS- 
G ING 2 Broadway, New York. 

G ‘ » &. KR ANTZ. special adve: eGaing agent for 
. dailies. 102 W. i4th St., N. 


tne Advertising and mh hasing 
A Agency. 19 Easc l4th St., New York 


RINTERS’ INK, special aewolg Nov —. 
Send in adve rtisements on or before Nov. 22d 





F you wish to advertise anything anywhere 
at any time, write to the GEO. P iWOWELL 
ADVERTISING CO., 10 Spru » New York. 
H™ KS’ Ne wane yer Adv ng Agency, 
WI — Hi it KS, proprietor, 
0) Nassau St , New York. 











td E Washington letter in exchange for ad 
ertising space in your paper Write us. 
HERMAN J. MARTIN CO., 1902 7th St, Wash., D.C. 


( ‘HARLES H. FULLER’S NEWSPAFER ADV. 

AGENCY, 112- 114 Dearborn St, Chicago, _ 
Temple Court, New York Established 1880. Es 
timates chee rhully, furnishe ed. 


{= INTER- i alg ADVERTISING AGENCY, 

sas City, Missouri, a young and suc- 
cessful ‘aolinemon, would like an opportunity 
to compete for your business. It charges noth- 
ing for name, experience or ability—only for 
the space used. Our rates are what you want— 
ask for them. 





— 

ELECTROTY. PES. 

I y4y E you read the ad under heading “TRADE 
CATALOGUES ! 

DRINTERS’ INK, special edition, Nov. 29th. 

Send in advertisements on or before Nov. 22d 

QE ND one of your metal base cuts and receive 


‘ sample metal base! ate of same, mounted on fight 
we ight metal E. T. KEYSER, 5 Beekma: 


»N. 













































ae rem prarey eax 











522 PRINTERS’ INK. 


NEWSPAPER INSURANCE. 





NSURE rofitable headi 
TRADE CATALOGUES.” 


PRINTERS’ INK, special edition, Nov. 29th. 
Send in advertise: ements on or before Nov. 22d. 


{REE INSU RANCE COUPONS in newspapers 
I are the great circulation producers. Noth- 
ing equals them for rapidity in obtaining high- 
est results. Full information and rates free from 
THE COUPON CO., 173 Broadway, New York 


>> 
ILLUSTRATORS AND ILLUSTRATIONS, 





I cg ILLUSTRATIONS for papers Cat- 
logue, 26c. AM. ILLUS. CO., Newark, N. J 


PRINTERS’ INK, special edition, N« 29th. 
Send in advertisements on or before Nov. 22a. 


WORTH of engravings in our cata- 
$1.0 l, (OC logue. You can use them free. See 
“TRADE CATALOGUES.” 


-- 
PREMIUMS. 


JREMIUMS — See heading “TRADE CATA- 
LOGUES.” 
y EW premiums for publishers and mere a 
iz EAGLE SUPPLY CO., New Haven, Con 


talogue has the best premiums. om E 
O's BOOK COMPANY, 142 Worth St., NewYork. 


_ Hone. for crazy work. Pack. from A oh 00 
per 100 up. E. N. LEMARIE, Little Ferry 


‘EWING sc eaiaaail half price to — rs. 
Lists free. AM. MACHINE CO., Chicago, Ill. 


RINTERS’ INK, special edition, Nov. 29t 
Send in advertisements on or before Nov. 2d. 


JYREMIUMS—Sewing machines are the best. 
Will ere your circulation. F. —— 
MFG. CO., 342 ‘Vabash Ave., Chicago, | 


UBLISHERS using premiums can make a fine 

rofit two ways, and secure a most attract- 

ive and useful article at low cost, by addressing 
COLBY WRINGER CO., Montpelier, Vt. 


PPREMIUMS—Dairy ¢ goods make the best possi 

ble premiums for country papers. For par- 
ticulars address the leading firm in this ine, 
PORTER BLANCHARD’S SONS CO., Nashua,N.H. 


I OLIDAY BOOKS —The largest assortment 

and lowest prices. If you want something 
good to give away at a very small cost to you 
send for full particulars to OGILVIE, the pub- 
lisher, 57 Rose St., New Yor 
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ADVERTISING MEDIA, 





Na EATTLE TELEGRAPH. 


1- =) PROFIT. Read under heading “TRADE 
= CATALOGUES 


T= Le Roy (N. Y.) GAZETTE is a first-class 
weekly newspaper. 
LERT advertisers advertise in KA i E FIELD'S 
WASHINGTON, Washington, D. ( 


4( WORDS, 6 times, 56 cents ENTERPRISE, 
Brockton, Mass. ‘ulation, (,000, 


DVERTISERS’ GUIDE. Mailed on rece ‘ipt of 
stamp. STANLEY DAY, New Market J. 


COVER the State of Indiana. 13 le ities dai- 
lies. FRANK 8S. GRAY, 12 Tribune Bldg , N.Y. 


_ MANITOBAN (Monthly Magazine), Winni- 
peg, Man. Circ.,3,t16 : largest, 9,000. 20c. a line. 











( Le es Home,40p. mo. Immigration jour- 
Cir’n large,advg rateslow Hamlet,N.C 
TEWBURGH, N. Y. Pop. 25,000, The —— 
4 newspaper,daily and se mi- weekly JOURNAL 
NY person adve rtising m PRINTERS’ INK 
*\ to the amount of $10 is atitied to receive 
the paper for one year 
I AKER UNIVERSITY has 500 students, with 
money to spend. They consult THE INDEX 
weekly. Baldwin, Kan 
ti REACH THE wkic H—* That is the ques- 
tion’ THE ST. AUGUSTINE NEWS solves. 
G. Barry, publisher, Utica. N. Y. 





W BConsIN AGRICULTURIST, Racine, Wis. 
Proved circulation, 30,000 ; 20 cents a line 


PRINTERS’ INK, special edition, Nov. 29th. 
Send in advertisements on or before Nov. 22d. 


LBANY, N_ Y., TIMES-UNION, every even- 
«\ ing, and WEEKLY TIMES, reach eve rybody. 
Largest circulation. Favorite Home paper, 


DV TS. placed in each of 140 local weeklies ; 
75e. a line a. he ge Only one electrotype 
needed. UNION © jJandewater St., N. Y 


Ts Church Press Association, Incorporated, 
publishers of at Church Magazines, com- 

bined circulation, 35,000. Samples and rates on 

application 103 isth St., Phil’a., Pa. 


|. 000 SOUTHERN farmers customers with- 
oO» in past 6 months. No better class for 
advertisers of every kind. 50c. per M.; 5 M., 
$2.00. T. J. KING, Box 527 Richmond, Va. 


I OMES AND HEAKTHS will be a winner for 

advertisers ; 50, ned copies monthly, every 
Coty Seco de early orders 32c. Send 
to WATTENBERG’S AGE CY, 21 Park Row, N.Y. 


PANAMA STAR AND HERAL .D— D. and w.; pub. 
at Panama ; est. 1849. Eng. and Span. editions 
cover Mexico, Cent. and So. America. Cir., 27,000. 
ANDREAS & CO., gen. agents, 52 Broad St., N. Y. 


> Bad OOK SWORN circulation, with the farm- 
mds ers of the Southern States. THE 

BELL, lithographed cover in colors, handsomest 
Sarm magazine published. Kates, $2. 00 per inch. 
HUNTER PUB. CO., Richmond, Va 


YOLUMBOS. Central, Southern, ane Southeast- 
ern Ohio offer a rich field for advertisers. 
THE OHIO STATE JOURNAL *’Daily, 12,500 ; 
Sunday, 17,000, and Weekly, 23,000—covers the 
eld. All leading advertisers use it. 


MERICAN FARMER AND FARM NEWS 
stands at the head of the monthly agricult- 
ural journals of the world in the matters of cir- 
culation, reliability, standing of contributors 
and value to advertisers. Its cire ulation (paid- 
cash-in-advance), now 165,000 guaranteed, is con- 
stantly growing. GEO. 8. BECK, World Bldz., 
N. Y. City, Eastern Manager. 


{RATERNITY PAPERS—I am special agent for 

all the official and leading papers of the va- 
rious fraternal orders One inch, one time, n 
18 of the best papers, will -ost $25. Rates fur- 
nished on spect ial lists of Masonic, Royal Arca- 
num, A.O U. Knights of Py thias and all oth- 
ers of this ¢ dog Send for list and rate ¢ —_ GEO. 
8S. KRANTZ, Special Agent, 102 W. 14th St., N. Y 


A FTER all, how can you figure out aa exact 

cause of your success in business? I once 
knew a merchant whose store was packed day 
and night who never spent a cent in any kind of 
advertising. A neighbor s ~ ag a fortune in the 
newspapers, and failed. Davis does not be- 
lieve in “ snipes,” and yet the Standard Theater 
is crowded nightly, and Mr. Hill uses “ paper on 
the wall” free If advertising pays, it must be 
because it is tt Isn’t an illustrated paper, 
such even as Mr. Davis gives away in large quan- 
tities, a reasonable and sensible method of reach- 
ing the ao ! If newspapers pay as mediums, 

why will not your own paper, in which you are 
the sole advertiser, pay better! Try it. Address 
W. P. WHEELER, 132 7 heane St 

_— 


TRADE CATALOGUES. 


[5 your business through the mails? If so, you 
may add ao ermanent and profitable depart 
ment to your business. Publishers of newspa- 
pers, magazines and periodicals of all kinds, 
whethe r using premiums or not, manufacturers 
and deaters in all kinds of goods or medicines, 
doing a retail business through the mails, can 
use our goods to advantage. Briefly, our plan is 
this: We furnish at actual cost of paper, press- 
work and my ig catalogue, or premium list, 
of % pages, with your imprint, advertising a 
choice line of books, jewe Iry, cutlery and nov- 
elties. Standard, staple goods, not trash. We 
fill orders, mailing direct to vour customers all 
packages bearing your imprint. You need carry 
no stock, have no d*tail or trouble. The re- 
ceipts are half profit, the goods are guaranteed 
first-class in every respect, and bring duplicate 
orders. If you want a permanent and profitable 
addition to your business, write for ie cata- 
logue and further particulars to W. SWETT 
& CO_, manufacturers and jobbers, 28 Reade St., 
New York, 
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PRINTERS’ INK, 


Special Edition 
of Printers’ Ink. 


In the United States are 5,338 
public libraries. Most of these 
support newspaper reading=rooms, 
which are resorted to by people of 
the neighborhood. 

For the purpose of inducing sub- 
scriptions, a sample copy of Printers’ 
Ink of the 

ISSUE OF 


NOVEMBER 29, 1893, 


will be sent to every one of these 
institutions, together with a com= 
munication to the librarian request- 
ing that the paper be given a con= 
spicuous place in the reading-room, 
and soliciting a yearly subscription 
from the Library, on the ground that 
the teachings of the ‘* Little School= 
master in the Art of Advertising ”’ 
are exactly what the frequenters of 
the library, the business men of the 
present and the future are in need of. 

Advertisements for the issue of 
Printers’ Ink for November 29th 
will be accepted at the usual rates. 


Address PRINTERS’ INK, 10 Spruce St., New York. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


PUBLICATION OFFICES: 
No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 


Issued every Wednesday. Subscription Price : 
Two Dollars a year. Three Dollars a hundred ; 
single copies, Five Cents. No back numbers 


JOHN IRVING KOMER, EDITOR. 








NEW YORK, NOVEMBER 15, 1893, 





THE edition of PRINTERS’ INK for 
Nov. 29 will have a special educational 
character. Sample copies will be sent 
to every one of the 5,338 libraries in 
the United States, and will there be 
brought to the attention of a large 
class of people who do not, but ought 
to, advertise. As no extra charge will 
be made for space in this issue, news- 
paper publishers who have been con- 
templating using PRINTERS’ INK will 
do well to avail themselves of the in- 
creased circulation of this number. 








A CORRESPONDENT sends this query 
for PRINTERS’ INK to answer : 

Is an advertisement worth more toan ad- 
vertiser of vyarsaparilla, cough cure, pills, 
tabules, capsules, cocoa, porous plasters, soap, 
etc., in a paper which has no other advertise- 
ment of its kind than in a paper which carries 
the ads of all competing firms ? 

There is certainly some advantage 
in having a clear field, but we question 
very much whether it is the sort of ad- 
vantage that an advertiser would be 
willing to pay extra for. We have 
heard of cases where orders have been 
made contingent upon the publisher 
not accepting any advertising from 
certain competitors, but we have not 
heard that in such cases the price 
offered was specially high. The Scz- 
entific American, published by a firm 
of patent agents, will not accept the 
announcements of others in the same 
line of business, and the Youth's Com- 
panion has declined the advertisements 
of other publishers. PRINTERS’ INK’s 
views on this point are pretty well in- 
dicated by the fact that when it was 
published by an advertising agency its 
columns were open, as they are now, 
to any advertising agent at regular 
rates. As a rule, general advertisers 
are much more likely to want to use 
a paper which contains the announce- 
ments of competitors. 





THE advertiser who isn’t able to an- 
nounce a variety of medals and awards 
from the World’s Columbian Exposi- 
tion is very much behind the proces- 
sion. Even advertisers who have per- 
sonally placed a low value upon these 
generously dispensed testimonials have 
felt obliged to make some use of them, 
lest it should be supposed that their 
competitors had beaten them. 





A cuRIOUS example of the same idea 
occurring simultaneously to two adver- 
tisers appeared in the Philadelphia 
Record the other day. In Wanamak- 
er’s daily announcement box-coats 
were advertised by a picture of a man 
arrayed in a packing box, In an ad- 
joining column, Allison, the clothier, 
had a similar cut to draw attention to 
his ad of boy’s box-coats. Advertising 
ideas are often borrowed, but seldom, 
if ever, have two so closely resembling 
each other been seen side by side. 





THE project of publishing a paper 
to be devoted entirely to advertisements 
is occasionally discussed. Such a 
journal has been published for a 
number of years in England. Its 
somewhat lengthy title is as follows: 
The World’s Exchange and Register 
of All Wants, a general advertiser for 
hotels, boarding establishments, etc., 
at seaside and other favorite resorts. 
Not a line of ordinary reading matter 
appears in it. This unique paper is 
published weekly, and has a subscrip- 
tion price of a shilling per quarter. 





IN the St. Louis courts there is now 
being fought out a case having a bear- 
ing upon that important factor in a 
newspaper’s income—legal advertising. 
The plaintiff alleges that a certain piece 
of property on which a deed of trust 
had been executed was sold without 
being properly advertised. It appears 
that the advertisement was printed only 
in the 2 o'clock edition of an afternoon 
paper, and so had a very limited circu- 
lation. The judge decided that this 
was sufficient ground for cause of ac- 
tion. The statute, he said, was very 
plain and explicit. It stated that a 
paper which was a legal medium for 
this class of advertising should be 
** published” in the city in which the 
property was located, which was sub- 
ject to the deed of trust. The printing 
of a paper and the publishing of a 
newspaper were two different things. 
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Publishing carried with it the idea, and 
implied that a paper should be printed 
and circulated. A paper might be 
printed, but if it failed to be circulated 
it would fail to carry out the object 
for which the advertisement was in- 
serted. 





‘*THE Wanamaker Store,” as the 
great Philadelphia emporium now calls 
itself, is issuing a little four-page paper 
bearing the title, Bird’s-Eye Views. 
Its contents are exclusively made up of 
advertising matter written in the familiar 
Wanamaker style. We quote from the 
Nov. 4th issue : 


For many years the top of our advertising 
column has briefed the weather possibilities. 
This has been a convenience to the public, be- 
cause our advertisement is generally in the 
same place every day in the paper, and with- 
out verbiage the main fact can be quickly 
caught. No weatherwise prophet can hit it 
every day, but whoever observes carefully 
will find that our predictions are as often ac- 
curate as those of the Signal Service. ‘he 
fact is that the calculations for our weather 
news are believed to be as carefully made as 
are those of the New York Hera/d, and inas- 
much as the summing up of indications is 
made for us for a circle of a few miles in and 
around Philadelphia, it ought to be of more 
value to this particular neighborhood. Tiere 
is, therefore, no happy-go-lucky about this 
weather business, but each day has the care- 
ful thought of a shrewd expert, of long expe- 
rience, who arrives at results based upon all 
the data that is obtainable. 


The motto of this little advertising 
leaflet is: ‘* Tell a woman half and she 
knows the rest.” 





THE newspaper having the shortest 
title is published at Georgetown, III. 
Jt is called the X. 

ne 
A RECORD BREAKER, 
Office of ‘* Timety Topics” Pus. Co. | 
Bosron, Mass., Nov. 4, 1893. § 
Geo. P. Rowell & Co.: 

Inclosed please find two ads for next issue of 
PRINTERS’ Eon, and check to pay forsame, We 
inserted a fourteen-line ad in Pxinrers’ Ink 
one week in September at a cost of $3.50, and 
have received over $2,500 business from it so 
far. We think this comes pretty near breaking 
the record, Very ya 

M. W. Brapsury, Mgr. 





or 


Advertisers and publishers, who are inter- 
ested in knowing just what sort of a thing will 
pass muster in the United States mails as 
second-class matter, are invited to send for 
and examine a copy of the Bui/ding News 
and Review, published at Room 29, Flood 
Building, San Francisco, Cal. It is without 
doubt a useful and meritorious publication— 
but it is queer! And we should never think 
that it would pass muster with the Post-Office 
Department unless it was first offered as a 
campaign document in Honest John’s time, 
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Advertising Novelties. 


From the Michigan Stove Company, 
Chicago: A waterproof sign intended for use 
in exposed places, It is made by the Chicago 
Westaueel Oe 

From the Northwestern Agricult- 
urist, Minneapolis: An imitation of a bond, 
the coupons on which entitle the holder to in- 
vestigate the circulation of the paper. 


From the A/ayflower, ‘rribune 
Building, New York: A “jumping bean,” 
said to be the product of a peculiar tree, srow- 
ing only in one State of Mexico. Placed 
upon a_ level surface, it makes mysterious 
movements. The M/ayflower nas been send- 
ing these beans to advertisers, toyether with a 
letter offering to explain the mystery and 
quote advertising rates in the paper. 


From the Michigan Stove Co., Chi- 
cago: A tin sign for posting ona door. It is 
lettered : ** Please close the door, and use Gar- 
land Stoves and Ranges. ’ 


From the Century Company, Union 
Square, New York: A clever poster advertis- 
ing the “* Topsy Turvy’’ book for children. 
At the head of the poster are these verses: 

Oh! here’s the Topsy Turvy Book, 
The funniest book in town ; 
It shows one picture right side up, 
Another, upside down! 
Revolving on a pivot in the center of the 
poster is a wooden imitation of the cover of 
the book, which bears one of the reversible 
pictures, 





ones oo 
ADVERTISING PARROTS NOT ORIGINAL 
WITH PROCTOR'S THEATER. 





os. Howne & Co,, Dry Goods. | 
PitrssurGH, Pa., Oct. 23, 1893. 
Editor of Printers’ Ink: 

In your issue of Pxtnrers’ Ink for October 
18, I notice a clipping from the Boston /ox>- 
nad about “ Parrots as Advertisements,” and 
giving the manager of a New York theater the 
credit of the idea. Overa year ago, Chas. M. 
Snyder, advertiser for the De Long Hook & 
Eye, bought twenty parrots and tried toteach 
them to say, “‘ See that Hump?” intending to 
use them at watering places, and possibly at 
the World’s Fair. After several months of 
working with the birds, the scheme was aban- 
doned, as it was impossible to get them to ar- 
ticul: te this celebrated phrase plainly. 

I know this to be a fact, for Mr, Snyder and 
I are intimate friends, and discuss many of 
our advertising schemes together before 
springing them on the innocent public, 

. G, Copurn, 
Adv. Mgr. Jos. Horne & Co. 
ae 
PREFERRED POSITIONS “ABOLISHED.” 
Irom Newspaperdom. 

In the recent discussion of the patent medi- 
cine question by the Livingston (N. Y.) County 
Press Association, resolutions were passed fix- 
ing the minimum rate on all future contracts 
for patent medicine displayed advertising at 
$4 an inch a year, of “readers"’ at $5 aninch, 
and to abolish the preferred position feature. 

Couldn't Find One.—A compositor 
became crazy because he could not find the 
glacial period that the foreman had ordered 
him to put at the end of an article.—Z.x, 
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READY-MADE ADVERTISEMENTS. 





Original Suggestions From Various Contributors. 





Readers of Printers’ INK who make use of any advertisements appearing under this 


head will confer a favor by mailing a marked 


copy of paper containing same to the editor of 


Printers’ Ink, Newspaper Box 150, New York City. 





For Drugs. 


WHEN DOCTORS 
DISAGREE 


about a case, a variety of prescriptions may 
be the result. But it isa well-known fact in 
this town that 


WHEN DOCTORS 
AGREE 


the most is when the question comes up where 
to have a prescription filled in the quickest, 
best and cheapest manner. 

The concurrence of opinion leads to 


BROWN’S PHARMACY. 





For Gloves—( By Sidney C. Lewi?). 


‘¢The Perfect Glove,’’ 


said a customer to us some 
years ago, ** ought never to 
rip. Itought to be stronger 
at the seams than any- 
where else ; stronger there, 
not because the rest is 
weaker, but because it is 
sewed better.’’ We didn’t 
have it then, but we looked 
around until we did get it, 
and we sell it now, Wecan 
offer to guarantee it with- 
out charging for the guar- 
antee, because we know it’s 
good, Come in and con- 


gratulate us on it. 
SMITH & SMITH. 





For a Milliner—( By ‘‘Fet”’). 
When a Woman 
Takes It Into Her Head 
to have only the latest and most fashion- 
ab'e bonnet, she is going to have that 
kind or nothing, and 
When She 
Puts It On Her Head 


a and conscious of 
e is up to date, 


she walks out 
the fact that s 


For the latest go to 
A. JESSEL, 1,119 Eleventh Avenue. 


For Stationery—(By P. W. Blackmer). 
WHAT WE 
READ IN BOOKS 


has a great influence on our lives. 
Note how every great man can give 
you a list of ** books which have helped 
me.” Some of us might name ‘* books 
that have hurt me,’’ because we have 
been careless and have not selected the 
| best reading. 

It is our business to keep on hand the 
best books. We want you to come in 
and look them over. 


BEST BOOK STORE, 








For Furniture—(By Harry M, Friend). 


YOU 


WOULDN'T 


STEAL 


| 

| 

| away from your desk to 
rest your back if you 

sat in one of our new 

| 

| 


| REVO Vere CHAIRS 


with easy backs, Just 
the thing you want, 
| They’re cheap, too. 


(On our third floor.) 


NEW YORK FURNITURE CO., 
Water and Front Sis, 





| For Shoes—(By P. W. Blackmer). 
'World’s Fair Feet 


have been common this summer. You 
know what they are! The first day 
you wore a strange pair of shoes ; the 
second day you didn't wear any, and 
the third day you sent us this 


TELEGRAM: 











Send Two Pairs Boxer Shoes quick. 
Can’t walk in any other shoe. 








Next time you travel visit our store and get 
fitted with a 


Shoe that fits, $3.00. 
BOXER SHOE CO, 


























For a Jeweler—(By “ Fet”’). 
SHE IS GOING 
TO GET MARRIED! 


All her friends should remember her on the 
festal occasion and bestow upon her rich 
tokens of esteem. 


WHAT A PITY! 


it would be if her gifts were not of the good 
sort—the kind you get at 
RING & BRACELET’S, 
The Reliable Jewelers. 





For a Grocer. 


Your morning coffee 
will be well enjoyed if 
bought from us. We 
only keep the best quali- 
ties, but the prices are 
very reasonable, and 
the satisfaction is said 
to be great to all con- 
sumers, « « + «6 « 
Your afternoon tea will 
also give great pleasure 
to yourself and guests 
if it is purchased in our 
store. We make a 
specialty of finely 


blended Teas, and the | 


popular opinion is that 

they are unequaled, 
We have all the well- 
known brands of Oat- 
meal — H-O, Quaker 
Oats, Rex Wheat and 
others. These are ac- 
knowledged to makethe 
healthiest and purest 
breakfast dish for young 
andold. . « « « -« 
And for afternoon tea 
we carry a large variety 
of first class crackers 
just the thing fora light 
snack, and quite the 
fad to offer with a cup 
of tea. Everything we 
sell is of the best and 
at fair prices, . . 


SAND & SUGAR, Cash Grocers. 





For a Hatter—(By James P, Netlan). 


Trying to GET A HEAD 


Has been our policy from the 
time our store was opened to 
the public. In fact, the nats 
sold by us have met with such 
marked approval that they are 


Always on the Brain! 


WOPOPPPPPeeeeeeweeeseseevevevew 


To convince you of this fact 
will be a pleasure if you will 
call and inspect our head- 
wear. 

CROWN, FELT &CO., 
78 STATE STREET. 
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For Life Insurance—(By Edw. Markell). 
The man who places 


NO FIRE INSURANCE 


or his property, which may not 
burn, is wise in comparison with 
the one who fails to insure his 
life, which meust end. 


&s5 SEEKEM & FINDEM, 
E. Main St. Insurance Solicitors. 





For Hardware—(By W. C. Baker). 
Have You 
An Axe to Grind? 


If not, why not step into BARBER Bros, and 
get one of those keen cutters? 

They’re just the right weight, temper and 
price. 

Our stock of Shelf Hardware, ‘Tinware, 
Stoves and Ranges is large and complete. 

We would be pleased to make your ac- 
Guaintance, 


BARBER BROS. 





For Shoes—(By Top O’ Collum). 


WHERE THE SHOE 
PINCHES. 


One pair of wrongly made shoes may keep 
you in misery for the rest of your life. If you 
want tu avoid corns insist upon having a shoe 
that follows the lines of the natural foot 
Feet differ in shape, but we keep so many 
different sizes and styles of shoes that we are 
sure of fitting any one not actually deformed. 


SOLE & UPPER. 





For Carfets, etc.—(By Top O’ Collum). 


«HOW CHEERFUL!” 


was a wealthy lady’s comment, upon 
being ushered into the parlor of an un- 
pretentious neighbor. Ret the furnish- 
ings were not nearly so costly or showy 
as her own, 


THE SECRET 


was that carpets, curtains and shades 
wete al] in the most perfect harmony 
and good taste, They had been bought 
by the advice of one of our artist 
decorators, whose services are at the 
command of all, 


IF YOU DON’T KNOW 


just what effects and combinations look 
best in house-furnishings you ought to 
avail yourself of the knowledge of those 
who have made decoration a study. 
Talk it. over with 








JOHN JONES & CO, 
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NOTES FROM PHILADELPHIA. 
‘By Edward Hurst ‘Brown. 


An object lesson to the prospective 
clothing buyer is shown by M. Snell- 
enberg & Co. in the window of their 
big Market street store. A life-size 
wax figure of a man, dressed in a styl- 
ish looking business suit, with a dark 
overcoat over his arm, is seated upon 
a chair. By his side isa framed placard 
headed : 


| THe PURCHASING POWER OF §25. | 











Then follows a complete itemized price 
list of all the clothing worn by the 
figure, from hat to shoes, and from 
undershirt to overcoat. The sum 
total is an even twenty-five dollars, 
thus giving a striking example of what 
that amount of money can be made to 
buy. 
One of the big shoe dealers has the 
following card in the street cars: 

Relief to your foot. Another step for- 
ward in shoemaking. Patrons of our stores 
have their corns and bunions treated free of 
charge, 

While this may seem to them to be a 
particularly bright advertising dodge, 
it might not argue so well for them as 
they think it does, for it almost implies 
that those who wear their shoes would 
need the services of the chiropodist. 
How much better it would have been 
had they advertised : 

‘* Persons who wear our shoes never 
suffer from corns or bunions. Those 
of our patrons who have had their feet 
ruined by ill-fitting shoes of other 
shoemakers may have their corns and 
bunions treated by our chiropodist free 
of charge.” The idea is not a bad 
one, if properly worked up, and is evi- 
dently inspired by a rival shoemaker 
who hires a cerps of bootblacks to 
shine his customers’ shoes regularly 
without charge. 

A tall darkey, dressed in the uni- 
form of a drum major, with white 
bearskin shako, has been seen on 
Chestnut street a great deal lately. A 
small embroidered tag on his scarlet 
ccat bore the legend: ‘‘ Please ask me 
for a card.” He was distributing the 
business cards of some baldness cure, 
but though he made a striking and 
picturesque figure on the sidewalk, his 
success as an advertising medium was 
not pronounced. 

The season for schemes is now upon 
One of the latest that has been 


us. 
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bothering our manufacturers and deal- 
ers in building materials is a book 
being got up by one of our leading 
architects—a profession whose mem- 
bers deem advertising contrary to their 
code of ethics. 


> 


WINDOW DRESS- 
ING. 


SIMPLICITY IN 


Simplicity is one of the characteris- 
tics of the present vogue in window 
dressing, writes Harry Harman, the 
well-known expert in such matters. 
This is due perhaps to the fact that, in 
the study of color effects, the necessity 
for or even the possibility of elaborate 
designs is reduced to the minimum. 
Windows with simple arrangements 
are very satisfactory, and no more ad- 
vantageous way of showing goods has 
been observed. It is astonishing how 
well a window may be made to look 
with the simple arrangement of a few 
articles ; a crowded window usually 
detracts as much as it attracts. It has 
an effect upon the holder like that of a 
small room whose walls are littered 
with bric-a-brac. No matter hew valu- 
able paintings may be, they suffer a 
certain inevitable loss when crowded 
together in a small space. So in the 
display of valuable materials over- 
crowding is fatal to the best effect. 
Some of the most effective displays of 
city windows are remarkable for a 
studied negligence, a negligence so art- 
fully planned that it almost makes that 
perfection of artistic methods—art con- 
cealing art. After all, the most per- 
manent attractions are those which are 
simple rather than complex. Simplicity 
carries us back to nature. Not all the 
skill of technique exhibited in a paint- 
ing can charm us like the touch of 
nature that appeals to our humanity. 
It is really true that there is great room 
for artistic study in window dressing, 
and the successful results in the long 
run will be won by those who study 
simplicity. A change is a good thing ; 
a startling change is sometimes advis- 
able. A window cannot be too neat, 
but it may be neat to primness. While 
therefore, I argue for simplicity in 
general, I insist upon variety as a ne- 
cessity. If you cannot think up a new 
thing, whiten the window front for a 
day or two and take a rest. The end 
of window dressing is not simply to 
make a good display, but to advertise 
the place of business, and if that end is 
gained by an empty window it is just 

















as satisfactory as to gain it by the most 
tasteful display. All window dressing 
is a means to an end. 

To stop short at tne perfect window 
is to stop with the means, and fail en- 
tirely of the great purpose of the win- 
dow—more trade. It would be a wise 
thing in the merchant to encourage the 
successfui window dresser by some 
little gift. Nothing stimulates like ap- 
probation, and approbation especially 
which takes on a tangible form. I call 
to mind an instance where a clerk had 
displayed great taste in dressing a win- 
dow with the goods of a particular 
firm ; to be specific, the window was 
filled with wax candles of all colors. 
The agent for the firm who manufact- 
ured the goods, happening along at the 
time, made the young man a present of 
five dollars, in recognition of the value 
of the advertisement of their goods 
offered in the window display. Such 
an encouragement went far to stimulate 
the successful man to active endeavor 
in other directions, and the example of 
the donor is one well worthy to be 
followed by others.—Z-x. 

—_—__+ - »—___ 
CLEVER ADVERTISING FOR A MUSEUM, 
From Town Topics. 

Two weeks ago there appeared in every 
newspaper in New York City long and thrill- 
ing stories of the escape from his cage of a 
terrible ** man-eating” lion, and of his fero- 
cious attack upon a horse in a stable in East 
Eighteenthstreet. The Heradd printed three 
columns about it, illustrated with cuts, one of 
which had under it the legend: ** The Lion 
Charges His Keepers and the Hera/d Artist.” 
The World had as much reading matter and 
some weird pictures upon the same subject. 

‘he Recorder was hysterical for several col- 
umns about the awful danger to New York's 
citizens. The Sux had a classical story of 
two columns by one of Mr. Dana's bright 
young students of the “ancient ‘Teutonic.”’ 
All the other newspapers gave |iberal space to 
the great lion yarn. They told with great de- 
tail how the enraved king of beasts had sprung, 
with a terrific roar, upon a noble horse in the 
stable, dragged him to the floor and killed 
him; how men with circus poster names had 
been clawed by him; how volleys of pistol 
shets were fired at him; how policemen and 
reporters and strong men and professional 
lion tamers had fought him for many hours. 
Next day they all rehashed the story and told 
how the monarch of the forest had been 
finally beaten back into his cage. The very 
next day after his recapture the fences and 
bulletin boards*of New York, from the Bat- 
tery to Westchester county, were adorned 
with carefully executed lithographs of the 
lion being poked with red hot irons and 
pitchforks, and the manager of a big dime 
museum advertised that he had secured the 
beast for $800 a week, It was put on exhibi- 
tion on Sunday, and has been visited by 
many thousands of persons since, 

The facts, which have not been published, 
and which will not be - in the daily 
newspapers, are that the lion was purposely 
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turned loose; the horse cost $7, and had his 
throat cut before the lion was allowed to get 
at him ; the lithographs were printed a week 
or two betore the lion escaped’’; the lion 
was and is old and tame; the men in the 
stable were never in any danger for one min- 
ute; the whole thing was engineered from 
beginning to end by a journalistic “‘ fakir, 
who was employed by the dime museum 
manager fur $25 to do the work; and the 
newspapers were used for much advertising 
— worth from $1 to $3 aline. These are 

e facts of the great lion story, and these are 
the facts which are now known in the busi- 
ness office of every daily newspaper in the 
city, I am told that there have been some 
lively interviews of city editors by business 
mauagers in several of the newspaper offices, 
and that orders have been given to hereafter 
handle all escaped animal stories through the 
counting-room, 


NOT GUILTY; IT WAS HIS ADVERTIS- 
ING AGENT! 





Tue Cupany Packtnc Co,, 
Soutn Omana, Neb., Nov. 7, 1893. t 
Editor of Printers’ INK: 

In your Nov. rst issue a well-written article 
on ** Modern Poetic Advertising ” attracts at- 
tention. The role of the critic is an easy one. 

** Cesar had his Brutus,’’ ** Charles the First 
his Cromwell,”’ and now poetic advertising has 
found its ** Jonah.”’ Descending from flowery 
heights to stern facts, in an article entitled 
“Scientific Advertising,”” which PxinTErs’ 
Inx did me the honor to reprint, I stated, **1 
am no poet, so that if a poetry is not ‘that 
of I ongfellow or Bret Harte, I am scarcely at 
fault.’’ Will now add further, and admit that 
the poetic effusions noticed in the street cars, 
were furnished by the advertising agent—that 
is, ‘‘ machine made,”’ + it were, * * 

. Dickinson, Mgr. 
——_" — 


A CALIFORNIA ADVERTISEMENT. 


Berke. RY, ny, Cal., Oct. 18, 1893. 
Editor of Prinvens’ Ixx: : 

It strikes me that this advertisement is de- 
cidedly original in the way otf a real estate 
announcement, Contrary to the usual custom 
of enumerating all the advantages of the 
property for sale, the advertiser mentions its 
disadvantages—anticipates, as it were, a// 
the objections a would-be purchaser might 
urge against it! Further, the name and ad- 
dress of the adve Ttiser are omitted. He ought 
to have added: “Price no object,’’ and it 
certainly would ‘have been unique. 

FREDERICK OWEN, 
OR SALE—LOT or 10-12x138 ON 
south line of University ave. nr. Ox- 
ford street. The owner has no use for it, as it 
is on the wrong side of the street, the size is 
not regulation, too much) for one and not 
—= for two. There is a mortgage of 
1,000 on it at 8 per cent., there is no cement 
ieee and lot is out of doors and gets wet 
in the rainy season, and besides the fences are 
not on the proper lines. Does anybody care 
for it ? 
ee -O 

Suspicious.—Editor : I don’t believe 
this Hanks, who asks for a denial of the story 
printed about him, amounts to anything. 

Spaceryt —From what do you judge that ? 

Editor—He doesn't begin his letter with, “Tt 
having been called to my attention,” ety 
Luck, 

















ee ee 
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AGAINST THE LAW, BUT IT GOES JUST 
THE SAME! 
‘© AMERICAN DruGcistT,”’ t 
New York, Nov. 8, 1893. 


Editor of Printers’ Ink: 

You strike a responsive chord in the mem- 
ory and pocket of many publishers in the fol- 
lowing statement in your issue of November 8 : 

** Almost every publisher has had occasion 
to note that if he makes inquiry at the post- 
office in advance he 1s likely to find that the 
particular thing that he wants to mail as 
second class matter will not be permissible. 
If, however, he proceeds without inquiry, his 
matter goes through nine times out of ten, 
The tenth time he has trouble—lots of it; 
and it does not avail him to show that forty 
other publishers are regularly doing the same 
thing.” 

Only recently I was compelled to ship back 
a lot of lithographed insets, because on in- 
quiry at the post-office here I was informed 
that the paper would be stopped if they were 
inserted, because they were toosmall, Im- 
agine my chagrin, then, to perceive the same 
insets ostentatiously displayed in another 
journal, for which they were almost as much 
too small as they were for our paper. The 
New York authorities are much more exacting 
in their construction of these matters than are 
the post-office authorities of other cities, and 
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this places all New York publications at a dis- 
advantave as compared with those which are 
published elsewhere. 

I constantly see most flagrant violations of 
the rule that advertisement inserts must be of 
the same size as the paper itself. In one in- 
stance which I recall a single sheet with the 
advertisement printed on one side, and about 
one-fourth the size of the journal to which it 
was attached, was inserted in a journal month 
after month, and so far as I could learn did not 
provoke the criticism of the post-office au- 
thorities, 

May your agitation be the means of intro- 
ducing some uniformity of practice into that 
“red-tape and sealing-wax bureau,”’ the U, S. 
postal service, Yours truly, 

Caswe.tit A. Mayo, 
sociated 
GOVERNMENT STEALS A WORD. 
From the Boston Globe. 

The life of the advertiser in Germany is 
certainly not one overburdened with joys. By 
a recent edict the government reserves to it- 
self the sole right to use the word ** Bekant- 
machung,” which, in the German language, 
has a similar meaning to notice, announce- 
ment, etc., words that form a prominent part 
in an advertiser’s vocabulary. A private per- 
son using this word without authority as a 
} se for an advertisement is hable to a 

ne. 





AN OLD-TIME ADVERTISEMENT. 
* ForeIGN’’ ADVERTISING DEPARTMENT, 
“THE BurraLco ENQuiIRER,” 
New York, Oct. 26, 1893. \ 
Editor of Printers’ Ink: 

In looking over some September issues of 
the Buffalo Exnguirer to-day, theinclosed ad- 
vertisement of Weed & Co, attracted my 
attention, How does this seveuty-five year 
old advertisement strike you? Does it not 
compare favorably with many ads that we 
see these days? I do not know that they had 
expert advertisement writers as long ago as 
1818, yet this ad shows that they used attract- 
ive borders at that time, and were not so very 


slow in preparing an ad that I imagine must 
have attracted some attention in its day. 

It occurs to me this is quite an interesting 
subject, and it might be interesting to a great 
many modern newspaper men to look at a col- 
lection of ads that were used when our fathers 
were in short clothes, My father, now living, 
was not eight months old when this ad ap- 
peared. Inthese days we are quite apt in our 
hurry to forget that our grandfathers knew 
very much about advertising, and yet if this 
ad may be takenas a sample they knew a 
thing or two about the subject. am not 
much of arelic hunter, but yet sometimes it 
is a good thing to take a look into the past. 

W. E. Scort, 
Adv. Mgr. 





} tad At Aan Bota tli tida be Ritalin Aid, 
| Hardware, Ironmongery, &c. 
G. & T. 


H* lately opened at the STORE next below Messrs. Townszyn & 
Corr, a very general and extensive assortment of 

HARDWARE, CU'FLERY, SADLERY, CAB. 

INET WARES & IRONMONGERY, 
Principally of their own Importation, which will be sold unusually low, by 
WHOLESALE or RETAIL. A constant supply of 
Dutch Bolting Cloths, Bench @ Moulding Planes. 
As Agents to the Manufactory at Albany, they offer for sale, SCREWS, 


TUBS and ROLLERS for Oil-Mills, SCREWS for Paper-Mills, ditto for rai- 
sing Mill-Stones and for various other uses, made to any order—CHURCH 


CLOCKS, &c. &c. 








BUFFALO, September 23, 1818. 


WEED, 





D. uM. DaY, Pr. 
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This is a fac-simile of an advertisement published by Weed & Co., 75 years ago, 
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HIS IDEA OF A GOOD AD. 
Tue ATLAS PRINTING ag a 
De ta, O., Oct. 30, 1893. 
Editor of Prixters’ Ink: 

Inclosed find copy of my idea of a shoe or 
any other kind of an ad, I believe in bring- 
ing out some one strong point of the thing 
advertised. Ifa man has a pair of shoes with 
a poor sole and should read this ad it would 
have an effect on him. 

We use Printers’ INk in our business every 
day, both in the job and advertising rooms. 
It gives us ideas, and, by the way, we have 
adopted the plan of the Washington Star and 
have anad writer on our force; the difference 
is we don’t charge. At present the two pages 
of Printers’ Ink are holding down the job 
and very successfully too. 

C. R. P. WaLtz, Manager. 





Little matter who the Maker 
or what the Price, 


It’s the SOLE 
That makes the SHOE. 


When you are purchasing a pair of shoes, 
examine the sole. A poor sole will soon cause 
the “‘upper” to crack and rif. We are 
showing a shoe with an ALL LEATHER 
sole, no paper imitation, and the fit and price 
are correct. If you are about to invest, call 
in and examine 


Our $3.00 (all Leather Sole) SHOE. 


Of course we can supp!y you with the old 
kind, but you will find an all leather sole 
wears longest. 

LEATHER, SOLE & Co.,, 
413 Wabash Ave. 





A POSSIBLE ADVERTISEMENT. 
From the New York Sun, 
FOR SANDY HOOK AND THE GREAT NAVAL 
FIGHT !! 

The mammoth seagoing side-wheel excur- 
sion steamboat Sisyphus will leave Pier 1, N. 
R., at 10.30 for the lightships and the scene 
of the Terrible Duel of the Belligerent Bra- 
zilians, 

Firing begiss at 12.30 sharp. 

‘he Sisyphus has abundant deck room, and 
will afford the excursionists the best possible 
view of the greatest Torpedo and Dynamite 
Encounter of the Nineteenth Century, Ac- 
commodation for 2,000. 

A band of music, refreshments, and com- 
petent surgical attendance on board, Don’t 
miss the Spectacle. The Sisyphus will not 
crowd the Contestants! Fare forthe trip, $3. 
Including campstool and accident life insure 
ance policy, $4.50. 


ctaiininiasecsilliitlineaniatiaiats 
ADVERTISING AMONG THE DUTCH. 
European Edition New York Herald. 
AMSTERDAM, Oct, 11, 1893.—The competi- 
tion between the cocoa manufacturers here is 
most intense. All of them spend vast sums 
of money in advertising. To-day a well- 
dressed man stoud on a bndge over one of the 
principal canals, and, with a wild cry, made a 
dive, disappearing under the water, He 
stayed beneath the surface about a minute. 
A big crowd collected and there was great ex- 
citement. When the man reappeared he was 
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waving an oilcloth umbrella, on which was 

ainted the inscript.on, ** Van Soandso's cocoa 
is the best.’”’ He swam about for a little while 
and then clambered up the bank, jumped into 
acab and vanished. It is said that the police 
will put a stop to his performances, 

This reminds people of an alleged incident 
at a recent execution in America, The con- 
demned man mounted the scaffold and turn- 
ing to the sheriff said : 

** May I be allowed to say a few words? ”’ 

“ Certainly,” replied that officer. 

** Well, then,”’ spoke up the criminal, “‘ all [ 
have to remark is that if 1 had used —— soap 
this would never have happened.” 

And with these parting words (for which 
the family of the murderer received $5,000 
from the soap manufacturer) the unhappy man 
was shot into eternity. All the newspapers 
reported the incident and the $5,000 was, per- 
haps, well laid out. 








SHOW-CARDS AT THE FAIR. 
krrom the Herald of Trade. 

The bad English employed in the show- 
cards of certain foreign exhibitors at the Fair 
is, in many cases, highly humorous, In the 
French department, for instance, one exe 
hibitor asks the visitor ‘* not to fumigate him- 
self while in this place.” ‘hat is the way he 
says ‘* No smoking allowed.” Another un- 
conscious joke is made by H. A. Bopohoba, of 
St. Petersburg, who is a large spaceholder in 
the Russian section of the Manufacturers’ 
Building. He wants purchasers of his goods 
to see that they are the genuine articles, in 
this fashion: “*I beg to considerer for my 
articles only those that have my initials on 
the backside,”’ 





TIMELY ADVERTISEMENTS. 
From an Exchange, 

In a most excellent Michigan weekly there 
is now running, or was until the last week or 
two, a merchant tailor’s advertisement urging 
patrons to “‘come in and select their spring 
suits.”” That same ‘ad ” started last March. 
In another Michigan paper, published in the 
same town, an agricultural implement dealer's 
advertisement once proclaimed in November 
the excellencies of a certain binder, and sug- 
gested that ‘before you buy for the coming 
harvest step in and investigate.”” That ad- 
vertisement was started the preceding May. 

Of course the advertisers are primarily to 
blame for this ridiculous work. And possibly 
they deserve, for their carelessness, to lose 
the money they pay for the space and to be 
the butt of the disparaging comment which is 
surely directed atthem. But the presence of 
such untimely *‘ads’’ in any paper 1sdiscredit- 
able. The publisher or business manager is 
generally more ‘‘up to snuff”’ in advertising 
than the average merchant; and he should 
protect the interests of his patrons by calling 
for a change of copy when the season re- 
quires, This action can result only in aug- 
menting the good-will felt toward his paper, 
and it tends to make his space more valuable, 
by rendering better service. The man who 
advertises spring suits when the fall winds are 
blustering, or harvesters after the harvest is 
past, is very apt aftera time to make up his 
mind that ** advertising doesn’t pay” and stop 
it altogether. If, when his ‘**ad’’ becomes 
unseasonable, a mention of it results in a dis- 
continuance, depend upon it he will begin 
again shortly, and have nothing but kindly 
feeling toward the publisher who shields him 
from ridicule and prevents him from wasting 
his money, 
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Sure to be Seen. — Merchant: 
wish this dry goods advertisement put in some | 
part of the paper where the women will be 
sure to see it, 

Editor—Why, great snakes, man! When 
we want to print anything where the women 
will be sure to see it, we put it alongside of a 
dry goodsadvertisement.—New York Weekly. 

A new cook book “* for brides,” just 
published, has a “‘list of contents, a ”supple- 
ment, and an appendix.” Crustyboy, the | __ 
bachelor, suggests that the funeral service 
also be tacked on.—Philadelphia Kecord, 

—— +or 


SOME LEADING NEWSPAPERS. 
MASSACHUSETTS. 


urm-Poultry, Boston, monthly: regular 
ann 30,711, much larger than any other 
age ation in Massachusetts devoted specially 
© the live stock interest, or than any other 
Poultry journal in the United States. 


MISSOURL. 


MEDICAL BRIEF, monthly, St. Louis, has 
a regular issue of 30,473 copies, guaranteed by 
American Newspaper Directory, a larger circula- 
tion than any other medical journal in the world. 
PENNSYLVANIA. 
Pittsburgh PRES § has the largest circuia- 
tion rating of = daily in that c a ddhd viz: 40,964 
oo 


Displayed Advertisements 
50 cents a line ; $100 a puge; 25 per cent 

extra Jor specified position—if granted. | 
Must be handed in one week in advance. | 














SEATTLE TELEGRAPH, the leading 
Democratic daily north of San Francisco. 
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* UPERLOR Mechanical Engra7in Photo : jee 
S be 








trotype Eng Co.,7 New Chambers St , 


LAienc HOME JEWEL, New Haven, Ct. 
A High-Class h-Class Magazine. Will pay advertise rs. 





Tt hold Pilot 
The and Medern anem, New Hav 


Circulation extends into every State and aven y. 
Magazine for the omney oft the 
litt 


GERMANIA German lang. anc For 


sample copies, rates of advertising. etc., address 
GERMANIA, Manchester. N. H 


The Housekeeper, ™"yinz0"" 
“ies,ooo” Pays Advertisers.) 





128,000 








PATENTS: 


LIC Always pay 
‘Advertisers. 


5 PI i | @] N Woelins*icw ¥ York. 


RAPID ADDRESSINC. 

The only authentic Trade Lists, Envelopes and 
Wrappers addre in a hurry by machinery. 
Names guaranteed shoomtay ¢ sorrect. For par- | 
Seulass address F. D. BFI UKNAP, Prest., 314, 316 

Broadway, New York City 


NEW YORK LEDGER 





HOPKINS & ATKINS, 


verience 
‘rite: for taformation 
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| 
A COPY OF OUR 80,000 
PF my Only 15 cts. per 
line. “ONCE A MONTH,” 
Detroit, Mich. 
| 
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BOO TOWN 
We have told many—and will tell you 
HOw. “" Write! Chi. Photo. Engraving Co. 
185 Madison St., Chicago. 
COIN FOR NEWSPAPER MEN. 
Increase your circulation. Sam- 
ple free. Send ior oar ay ices. Beware of infringe- 


ments. mp & COMPANY, 
Detroit, Mich 


Y 








MAILING CARD 





Sole Tf onic oe sand Mfrs., 


A COMPARISON sm 


During 1892 _ THE EVENING POST 
contained 377,862 lines more advertising 
ae any other evening paper in New 
Yo City, a visible concession to its 
supe rior value as an adv ertising medium. 


ADVERTISERS ., i alii tee 


GODEYS” 


because the veadhag — are getting, 
66 through us 
& for the price of 1,”” 
which means—< Practic: oe your c oie eof any 
American Periodical Free. 

















PNEUMATIC TUBES 


FOR NEWSPAPER OFFICES. 
SEND FOR ESTIMATES TO 
METEOR DESPATCH CO., 
28 E. 14th St., New York. 
S9 State St., Boston. 
Y. ¥., Advertiser, uses our system. 


The Elmira, N 









WITH YOUR COOPE mre 
I WILL ENDE ry 
BD 


TH Bun 
EVERY TIME 

6 CONSULT ME yea\\ 
’\ BERORE MAKING 
™~\ YOUR CONTRACTS 
CHARLES K HAMMITT 

ADVERTISING 
23; BROADWAY NEW YORK CITY 
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THE EVENING JOURNAL, VAULTS SUBDIVIDED, 
JERSEY CITY’S SAFES FITTED, 
FAVORITE FAMILY PAPER. CLOSETS PARTITIONED, 
Circulation, - - - - (5,500. il ROOMS SHELVED, 



























Advertisers find r PAYS! . ACME i 
WIR k 
WATCHES ~ PARTITION } 


Are the Best PREMIUMS. 
Address the manufacturers direct. 
THE PHILADELPHIA WATCH CASE CO.,| — 
ne HB. d- PRINTERS’ INK, special edi- 
wees a _—— 


Cireu-| tion, November 2gth, 5,338 pub- 
De FRENCH aaa ues, | lic libraries. No extra charge 


POPE RACK *S0., 
St. Louis, Mo. 





are. 








french Pam phict®: for advertisements in that issue. 

ADS. | az NOs FRaNcoIs,| Lhe Little Schoolmaster will ; 
(Montreal, Canada. | teach the frequenters of the 
reading-room a useful lesson in 
STUDY LAW, agen td ye ohn 
AT HOME. e art of advertising. Adver 









TAKE A COURSE IN THE 
~—e Correspondence 
chool of Law. 
(Incorporated ) Send ten 

cents (stamps) for 
particulars to 

J. COTNER, JR-ySEC'Y 

CETROIT, MICH. 

25 Telephone Bldg. 


|tisements intended for the spe- 

cial issue should be handed in 

on or before Nov. 22nd. Ad- 

dress PRINTERS’ INK, 10 Spruce ; 
t., New York. 
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“NOVEMBER= 1895: Eh my 


: “THE TABLES TURNED” \ 
{ ve The man whe wishes fo fara Gene eral De- / 
pression in erso rofit and Moning 
y ( gather a rich harvest of _ Sermee 
i ; DULL TIME DOLLARS ” 
A i * oro will find that, by making his wants or ‘wares = 
known to the One Million Two Hundred and 
mrorcurming thee of trae, TO" tarding Fale int Reresar a Ls ea aca Shares . 
‘ nin ure 
the t — ts, oF of rof us direct ates alono—nt the h he — _ wetypadpaandnes _ 
ace nD oe, or of us direct. iE CONCERN, Pu 
Boston O! Othees mshire Street. New York Office, Tribune Building. pane Seen Ee, 
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JQEOPLE who have money enough to go to St. Augustine have enough to bu éhateur 
P ay have to sell them—and they read THE ST, AUGUSTIND NEWS. ¥. G. Barry, pud., Utica, er you Y, 
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PRINTERS’ INK, 


To —_ the people of Detroit and Michigan 
in their homes, use THE DETROIT JOURNAL. 





As per detailed statement furnished Row- 
ells American Newspaper Directory, under 
date of October 20, 1893, the daily average 
circulation of The Detroit Journal for the 
preceding year was 36,503 copies. 


THE DETROIT JOURNAL ppomises or INCREASE. 


A. H. FINN, MANAGER OF ADVERTISING. 
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It is to your interest to have a Press that is Simple, Practical and “ 
Accessible, for your Pressman to operate. : 

THE "= 

“NEW MODEL” : 

- 

- WEB - ‘. 

IS SUCH A ONE-— ——_—_——— = 

Ne 

o 


160 WILLIAI1 STREET, NEW YORK. 


fe CAMPBELL PRINTING PRESS & MFG. CO., 
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| Poor Printing 
Pays——_ 
Poor Profits. 


Wm. JOHNSTON, MANAGER PRINTERS’ INK PRESS, 
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We get out a class 
of printing that is 
superior to the 
‘general run.” Good 
printing pays. 
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No. 10 SPRUCE STREET, 
NEW YORK. 
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Recorder’s 
re) Oo r@) 1 @) re) re) LONG 
1) Oo Oo Oo re) Oo LEAD. 


—_—S 
N the matter of display advertising THE RECORDER easily 
leads all competitors, not only in its Sunday edition but 

in its daily issue. 

The only two newspapers that may be considered in the 
same class with THE RECORDER in the matter of display 
advertising, the Hera/d and the Wor/d, are far behind their young- 
est contemporary, as the following table for the six week-days, end- 
ing October 28, will show : 

Recorder. 
COLS. 








FOSS 











COLS. 
8 
9 
8 1-2 
9 
6 1-4 
8 
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48 3-4 
A comparison of these figures will disclose the fact that in 
that week THE RECORDER printed 3344 columns more of dis- 
play advertising than the //era/d, and 364% columns more than 
the World. 
Additional interest in this subject is found in considering the 
number of columns of display advertising printed by the three 
leaders in metropolitan journalism on the five Sundays in October. 


Here they are: 
October I—RECORDER, 87; World, 80; Herald, 61. 
October 8—RECORDER, 86; World, 64; Herald, 52. 
October 15—RECORDER, 73; World, 70; Herald, 47. 
October 22—RECORDER, 89; World, '77; Herald, 62. 
October zg—RECORDER, 87; World, 80; Herald, 63. 
These figures speak more eloquently than words, and show 
conclusively the high esteem as an advertising medium in which 
the intelligent business men of the Greater New York hold the 
Home Newspaper of the metropolis. 
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Now— 
That the 
World’s Fair 


Is 


NOW 


IT IS 


Closed, 


the silver bill repealed, and various causes which were regarded as 
obstacles to a lively business removed ; 

that the wheels that have been idle in many factories are turning 
and the rewards of industry are beginning to circulate through 


thousands of thrifty hands, 


THE TIME (or advertisers who have been in repose to wake 





up and get out among the people. To reach 
the people in the most effective way and at the least expense in that 
way is a problem which our experience enables us to solve for you. 

If you wish something original and practical, adapted to the 
present time, not a style of last year or last month even, but to-day, 
we are competent to supply it ; we have the best talent at hand ; we 
buy and pay the highest prices for bright things in our line. We 
have an accumulation of them and are getting others daily. For 


whom? For you, for all our customers and all who desire to be. 


eee } 
CORRESPONDENCE SOLICITED. 
eee 


The Geo. P. Rowell Advertising Co., 
NEWSPAPER AND MAGAZINE ADVERTISING, 


10 SPRUCE STREET, NEW YORK. 











